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Introduction
Ultimate Guide to 
Marketing & Sales Funnels

Whether you have an established practice, a new one, or you’re an architect 
considering going it alone, one of the biggest worries you will likely have 
is how to get clients, consistently and sustainably, for your architecture 
practice. 

Most new businesses face issues in the first 12 months, and 40% of small 
businesses fail within the first 5 years, often because of cash-flow or 
liquidity issues which stem from poor client and lead pipelines. Successful 
entrepreneurs understand that while it is essential for their businesses to 
have good brand awareness and exposure, they need to spend time on 
their marketing pipeline in order to have a healthy, growing business which 
works for them, and not the other way around.

In this guide, we’ve outlined the most important steps you need to 
take in order to have clients coming to your business every week, 
even through economic downturns and lockdowns. These are the 
same efficient systems we've developed at Pride Road, which provide our 
franchisees with the freedom to work independently and achieve a satisfying 
work-life balance, with the supportive infrastructure of the franchise model.
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Your First Option
Building a Powerful Marketing & Sales 
Funnel
While trends in marketing come and go, the basic building blocks of an effective marketing strategy always fits 
around a well thought out marketing & sales funnel. 

If you want your architecture practice’s sales process to run as efficiently as possible, you absolutely must get 
your marketing funnel – the process of converting a visitor into a paying client – right.

The basic lead nurturing sequence consists of taking those in your target audience through a series of steps. 
First, you make them aware of your brand, and then over time, you pique their interest and nurture them 
through valuable content, compelling marketing messages, testimonials, case studies and amazing portfolio 
pictures, until they know you well enough to buy your services and turn into loyal customers who then refer on. 

WHY IS THE FUNNEL SO IMPORTANT?
Why is this process so important and still relevant? Why can’t I just promote my workshops and architecture 
services directly? 

These tactics simply do not work, in marketing, there used to be the ‘Rule of 7’ - a reminder that your prospective 
buyer needed to hear or see your marketing message at least seven times before they would buy from you. 
Since the rule was written years ago, today that number is more likely to hover around 77. This is a massive 
amount of exposure an individual in your target audience needs to have before they have enough trust, an 
understanding of your value, your authority and credibility, to buy into your services. This takes a lot of time and 
careful planning and is often why the most successful brands have teams of marketing experts, content 
writers, video editors, social media managers, web developers, SEO specialists and more. 
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WHAT ARE THE MOST IMPORTANT ELEMENTS OF 
THE MARKETING & SALES FUNNEL?
There are four basic elements to your marketing and sales funnel, 1) the initial setup, 2) how you get leads in, 
3) how you nurture your leads, and 4) how you convert leads into sales. 

Your first step should be all about getting yourself online. If you’re not online and visible where your target 
audience is hanging out, then you simply don’t exist to them. 

Google My Business provides you with the ability to list your business location on 
Google Maps and local search results. You can display important information about 
your business, including the opening/closing times, contact details, and a link to your 
website. More recently Google has also released a new feature allowing you to post a 
link to articles, your portfolio, and things like upcoming events.

One of Pride Road’s Digital Marketing Managers, David Johnson, stresses how important it is to set up your 
Google My Business location carefully and thoroughly, 

“Simply having a Google My Business location does not put you at the top of Google, but, with the 
correct set up it allows you to be visible when users in your area are searching for the services and 
categories you’ve listed. Any new businesses want to be really sure to get this step right”

If you’re not sure how to set up your GMB or how to optimise it, it’s worth asking an SEO or marketing specialist 
to help you or you run the risk of not showing up in searches. 

1. SETTING UP AN ONLINE PRESENCE

GOOGLE MY BUSINESS
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Another crucial element to your funnel is your website. An 
effective website is not just about displaying information 
about your services and who you are, it is also the place that 
you should employ all sorts of marketing tactics - newsletter 
opt-ins, lead baits, articles, design hints & tips, portfolios, etc. 

More important than simply having the website itself is the 
content you put on it, Pride Road’s Web & SEO Specialist, 
Adam Pritchard says, 

“Having lots of content is a great way to raise brand awareness and to help Google promote your 
brand more. This is because a potential client may search things that we have the blogs about, such 
as ‘how to get more light into my home?’ and there will be links in those blogs to similar blogs that 
answers more visitors’ questions. Our ‘mini-internet’ of posts that are related to each other means that 
the user spends lots of time on our website and begins to trust our brand. Google will also see that 
we are answering clients’ questions and users are spending time on the site, so it will improve our 
positions more.”

When Lisa, the Founder of Pride Road, first set up, she used a website builder called Weebly, which was very 
simple and easy to use, so she just put loads of content out there, and it didn’t take long before she was on 
the first page of Google for ‘Manchester Architects’. Other architects in Manchester realised they had missed 
a trick. 

If you’re just starting out now, you’re entering into a competitive space filled with websites which have been 
around for many years, and which have a lot of content which Google knows is good and trustworthy. Spending 
a fair amount of time on this stage, perhaps with the help of an SEO specialist and content writers, will really 
help you in the long term. Effective marketing is all about long-term planning, as this is where the steady 
stream of clients comes from and how you will find business and financial freedom.

You also need to make sure that your content is written in such a way that it targets your ideal search terms. 
For example, Pride Road targets the search term ‘Architect Manchester.’ We do this by making the website as 
relevant to that search term as possible, to make it clear to Google that we are an architecture practice that 
operates in the Manchester region. This is where the help of an SEO specialist can be invaluable. 

Other top tips for your website are about making sure it is user-friendly, accessible, and simple to navigate. It 
should be easy to use across different devices too - otherwise, you’ll simply lose traffic as people click away.

YOUR WEBSITE
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The latest figures show that there are 3.78 billion social media users worldwide in 2021—a five percent increase 
from a year ago. In this digital age, your practice needs to be on social media as that’s where your audience is 
hanging out. Social media marketing is different from traditional forms of marketing, as you’re interacting with 
users mostly when they are not looking to purchase a service. Users are on social media for entertainment, 
distraction, to learn new things, and to find inspiration. 

The main reasons why new businesses fail on social media are around misunderstanding where their customers 
are hanging out, misunderstanding how individual platforms differ, and how to address their audience on these 
platforms in a way that fulfils the consumer’s needs and not the businesses needs. 

SOCIAL MEDIA

One of Pride Road’s marketing and recruitment experts, Rachel Moses says, 

“In the Pride Road example, when you are trying to reach homeowners, you should use Facebook. If 
you are trying to build awareness amongst your peers, LinkedIn is really useful. You could always use 
Twitter to promote marketing events such as webinars.”

During one of our conversations with Pride Road’s Social Media Manager, David Johnson, we asked for his top 
tips for social media for architects. His tips were around providing value for your audience, making it personal 
when appropriate, and to ‘sell them the pie, not the ingredients.’

“The vast majority of clients don’t want to know about how your service works, or what you are doing 
technically; they are very value-focused and results-focused - they want to know what they can get 
out of it, why it works for them.”

Social Media is another avenue, not only exposure for your business, but also as a lead generator, and it is 
crucial that you get this right. Without the right planning, you may find you’ve wasted time, effort and a fair bit 
of money on ineffective messaging that didn’t result in any growth or new clients. Again, the benefit of a Social 
Media Manager is invaluable in saving you money and time.

Effective marketing is all about long-term planning, as this is where the steady stream of clients comes 
from and you find business and financial freedom.
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Now that you’re all set up, it’s time to work on generating traffic and acquiring leads. 

The ways to do this are numerous, and there is no one size fits all approach. It is also not the case that you 
should focus on one avenue or traffic stream, such as social media or referrals, as these can be unreliable, 
and as trends come and go and the market changes, an ‘all your eggs in one basket’ approach can cripple your 
business and your cash flow when you least expect it. 

2. GETTING LEADS IN

Link building is about acquiring links on other websites that point to your own.

They should include a healthy mixture of listings websites (for example, Yell), local websites (other businesses 
in your area), and industry-related websites. The more links from websites with authority and trust, the better. 
This is where PR and articles in the media such as the Architects Journal or the RIBA can really boost your 
rankings, reputation and traffic. 

BUILDING LINKS TO YOUR WEBSITE.

Building links and having content is a part of SEO, but even more important is the essential on-page SEO 
work - localised pages which are targeted at specific keywords, interlinking between your articles, portfolio, 
and service pages, well-written meta titles and descriptions. An effective SEO strategy pays for itself time and 
time again as you always show up at the top of consumers' searches.  

MAKING GOOGLE LOVE YOU

Avoid having an 'all your eggs in one basket' approach to lead generation.

You should, therefore, aim to generate traffic and leads using multiple channels, such as:
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Now that you have traffic coming in and leads opting into your newsletter, you need to nurture them into a sale. 
Here you need to work out your sales process through trial and error until you find what combination works and 
results in the best ‘conversion rate’.

Your sales funnel will also have numerous elements and channels, and with careful planning can be very 
lucrative.

3. NURTURING YOUR LEADS INTO SALES

The most important element of your sales funnel will be providing content that your potential clients want to 
see. Perhaps they have questions about finding builders, what quantity surveyors do, how they can bring more 
space into their home. Sure, discussing these one on one during a workshop would be ideal, but your potential 
clients are not ready to bite the bullet just yet. 

Provide them with content that you know is important to them at this stage in your journey, and you’ll be 
rewarded with increased trust in your brand, your knowledge and the services you provide. 

PROVIDING VALUABLE CONTENT THAT CLIENTS WANT TO SEE

THE IMPORTANCE OF EMAIL FUNNELS & NEWSLETTERS

Here you’ll also see the true value of networking. You should 
aim to either join or start up a local networking group with other 
businesses in your industry and in your local area too. You’ll create 
meaningful connections, referral partners and, through effective 
solid networks you will see an increase in your enquiries. 

All our Pride Road Franchisees have set up networking groups in 
their area, called ‘Constructive Together’ and find it an effective 
way to not only make connections with businesses who may 
refer but also, make friends and increase their reputation in their 
community. 

THE VALUE OF NETWORKING

One of the most effective ways to generate meaningful traffic is by running paid advertisements on search 
engines and social media. How, why, and what to say, differs across platforms, and if not done correctly, can 
mean you throw huge amounts of money down the drain. Consulting a professional at this stage is strongly 
recommended. 

If done correctly, however, paid advertisements will become a regular part of your marketing strategy and could 
be the backbone of your lead pipeline, literally bringing leads in ‘on tap’ when the ads are running. 

RUNNING PAID ADVERTISEMENTS

One way for you to nurture your audience over time and to put your articles, your testimonials and your portfolio 
in front of them is through your email newsletters. It is also here that you can use compelling marketing copy 
to drive them to take that next step.
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Of course, the above list is not an exhaustive list of every piece of an effective marketing & sales funnel, and it 
barely scratches the surface on the level of detail and planning that is needed to get this right. 

This is why the most successful brands employ the services of marketing experts, designers, web developers, 
SEO specialists, content writers, video editors and more. It is impossible to be all of these people and do 
all of these things yourself, effectively, without driving yourself and your business into the ground. 

Lisa Raynes, Pride Road’s Founder, has always understood the importance and value of hired and contracted 
help, and it has been an important part of her businesses models ever since she found herself trying to be ‘jack 
of all trades, master of none’ which could have led to burnout and a failed business. 

However, contracting various experts to work on your practice so that you can focus on the parts you enjoy, is 
not cheap, not to mention the money needed to invest in PR, social media advertising and Google advertising, 
and when you’re starting out this is most likely completely out of reach. 

So where do you start? You need enough clients and enough cash flow to hire help and to run ads, but you 
need that expert help to acquire the number of clients and revenue you need to be sustainable. 

This is one of the reasons why the Franchise model is so crucial, and why Lisa Raynes was keen to set it 
up. She saw a growing number of unhappy, burnt out architects in the UK, who were sick of long hours and 
unsatisfying work as part of a larger practice, but who just didn’t know how or have the tools and resources 
they needed to run a successful business. 

Your Second Option
Getting all of this done for you

The most successful brands have teams of marketing experts, designers, web 
developers, SEO specialists, content writers, video editors and more.
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As part of a Franchise, all of the above is done for you, you have access to a team of 14+ experts who ensure 
every little piece of this puzzle runs smoothly, effectively, all in the background so that you can focus on 
growing your business, enjoying face-to-face client work, and doing what you love - having an impact through 
interesting, life-changing design. 

For an initial cash investment and a percentage of monthly turnover, you can start your own architecture 
practice in your own territory, with the support of an experienced and trusted brand, along with everything that 
comes with it - the website, the portfolio, the google rankings, the sales processes, the funnels, social media, 
automated systems, email newsletters, and so much more. 

We understand the needs and issues you’re facing as an architect in today’s industry, as architects ourselves, 
we run this franchise in a way that works around you. 

We have territories available right across the UK and are actively seeking architects like you to bring their skills 
and experience and kickstart their own practice.

If you’re interested in finding out more about how a 'business in a box' approach might be best for you, then 
book in for a completely informal chat with our Franchise Recruitment Manager, Rachel Moses. Don’t worry - 
there’s no pushy sales call or obligations, we’d love to chat with you about where you’re at and help you see if 
a Franchise might be right for you. 

BOOK A DISCOVERY CALL
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https://www.prideroadfranchise.co.uk/discovery-call/
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